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In the digital era, the use of the internet is a necessity. The role of social media should be utilized 
as well as a means of cheap promotion for hospitals. This quantitative study aims to examine the 
effect of internal marketing on social media, the effect of internal marketing on the interest of patient 
visits, and the effect of social media on the interest of patient visit Kambang Hospital in Jambi. The 
respondents involved in this study were all employees in Kambang Hospital, totaling 251 people. 
Moreover, the questionnaire was distributed by utilizing the google doc application so that the data 
was immediately tabulated. Additionally, the results of the study were tested using the Smart PLS 
2.0 application. As 181 (72%) respondents responded the questionnaires on 13 indicators of internal 
marketing (IM) variable, 4 indicators of social media (SM) variable and 4 indicators of patient visit 
interest (PTI) variable. In brief, the results of the study proved that; 1) there was the significant 
effect of IM on the Constitutional Court, 2) there was the significant effect of IM on SM, 3) there 
was the significant effect of SM on the Constitutional Court, and 4) there was indirect effect of IM 
on PTI through SM by using significant Sobel test calculations. This indicated that internal 
marketing can affect the interest of patient visits through the use of social media. 
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Background  
Internet and social media are the significant communication. In digital and industry 4.0 era, the 
influence of social media is very pronounced in building image, both for employees and consumers, 
micro and macro scale industries, including in services and goods. One of the service industries have 
to use an internet technology as a method of marketing services in various social networks, such as 
websites, blogs, vlogs, youtube, instagram, whatsapp to Facebook. According to ‘We are Social 
Data’ the number of active users in 2017 was 106 million, and as the one of the largest in the world. 
Even 54.56% of Indonesia's population (143.3 million people) have used the internet (APJII, 2017).  
Social media is cheaper than using direct markets in marketing management, because its can 
create opportunities to market services into virtual customers and not separated by distance and time. 
Through social media, people can interact and exchange any information, so can be used as an easy 
advertising and distributing too. 
As in marketing digitalization, an industrial development also requires consumers. In this case, 
consumers as end users certainly need service quality as return on what they have paid. One example 
of an industry was used it is a hospital where patients as consumers are must be supported by quality 
of service from employees. Kotler (2009), if the industry really wants to satisfy its customers, 
employees must be prioritized, not customers. Furthermore Kotler (2009) good industry 
management is a good in relations with employess who will positive affect with customers. Chang 
and Chang (2007) the job satisfaction has a positive effect on organizational commitment, nurses' 
perception of internal marketing has a positive effect on job and the perception of internal nurse 
marketing has a positive effect in an organizational commitment. Therefore management should 
carry out internal marketing and provide support to employees to produce a good performance. 
Zeithaml and Bitner (1996) the role of employees are in the front and support it in the back for 
servicing organization successfully, because in addition the employees has a role as an 
organizational representation and building positive perception of buyers. Employees are services 
themselves, employees are organizations in the consumers perception, and employees are the 
marketers. Therefore, industries including hospitals, need to have strategies it can be support the 
work of employees in carrying out marketing functions, as known as an internal marketing. 






Internal marketing treats employees and consumers with equal interests through proactive 
programs as the aim of organizational achievement. Payne (1993, in Farzad et al. 2008) said that an 
objective key of internal marketing is internal and external development of consumer awareness and 
the removal of barriers to achieve the effectiveness in organization. Therefore, internal marketing 
has a strong influence to employees, sense of belonging, isolation, and work motivation (Kudo et 
al., 2006). In hospital managerial, internal marketing is a necessity that must be done by employees, 
through social media in order to increasing a patient visiting intention. 
This study examines the role of internal marketing as a support for connect with patient through 
social media, which is based on previous studies (Chang and chang, 2007; Kudo et al., 2006; Greene 
at al., 1994). This research is also expected to provide benefits for the development of theories, 
especially related to internal marketing. 
 
Literature Review  
Internal Marketing 
Gronroos (1990) internal marketing as a philosophy management which an understanding to 
managers and appreciation for the role of employees in the company. Kotler (1997) internal 
marketing as an effort by serviced of companies to train effectively and employees motivation in 
dealing with customers and support services to work as a team in providing customer satisfaction. 
Rafiq and Ahmed (2000), internal marketing is an effort to integrate and inter-operate the all strategy 
in a company's managerial as a marketing method. 
Amangala, E.A., (2013) internal marketing positively correlates with employee performance, 
rewards and organizational commitment. Rafiq and Ahmed (2000) an internal marketing model 
(from combination of Berry and the Gronroos model, 1991). This model highlights the importance 
of employee attitudes in service quality and customer satisfaction. 
 
 
Source: Ahmed dan Rafiq, 2002 : 20 
 
Figure 1: Internal Marketing Model 
 
Customer satisfaction is the goal and marketing tool. Customers in hospital are the patients, if 
the patient satisfied through the quality of service, they will bring it more patients to visits the 
hospital through positive word of mouth (Bhaskar L.N., et al 2012). 
 
Social Media Marketing 
Social media is a change in the people discovery, read, and share news, information and content. 
Social media has become popular because people can connecting in online world, can be used as a 
form of personal, political and business relations (Wikipedia.2019, accessed on February 13, 2019). 
Philip Kotler (2012), the pattern of marketing through social media allows interaction between 
producers and consumers of their products. Consumer satisfaction will spread to their collegues, and 
this effect cannot be done through advertising. 






Long X, et al. (2017) in his study to 665 respondents showed a significant increase in social 
media usage over the past three years among urologists in Eastern China, and those under 35 years 
age were independent predictors of social media users. More respondents said the social media for 
professional purposes than personal use, and social media has a positive impact on their professional 
practice. 
 
Patient Visiting Intention  
Trendis (1980) states intention is someone's desire which influenced by social factors, feelings 
and perceived consequences. Furthermore Davis et al. (1989) suggested the benefits felt by patients 
would be increasing their interesting in revisit again. Ramadan (2015) visiting intention is basically 
a drive from the consumer in the form of attract to revisit in this area.  
According to Cronin and Taylor (1992) customers respond positively to the service quality of a 
company and eventually generate buying interest in the company or interest in product repurchasing. 
Whereas Thomson, et.,al, (1991) states that one's belief in the product will increase their interest 
and in the end the individual will use the product as a reference. 
Related to this study, the measurement of patient visit intention is using the concept put forward 
by Ferdinand (2002), namely purchase intention (in this study called patient visit intention) can be 
identified through the following indicators: 1) Transactional interest, the tendency of someone to 
buy product. 2) Referential interest, the tendency of someone to refer products to others. 3) 
Preferential interest, interest in describes the behavior of someone who has the main preference for 
the product. 4) Interest in explorations, someone behavior who’s looking for information about the 




   Figure 2:  Research Framework 
 
Research Method 
This study used a survey method with questionnaires distributed to respondent using the Google 
doc application as a primary data, while secondary data was obtained from medical records in 
Kambang General Hospital and from other relevant sources. Data was processed using the Smart 
PLS 2.0 application. The respondents of the study were employees of Kambang Hospital, totaling 
251 people, both inquiries on employee satisfaction surveys and questions on patient satisfaction 
surveys. The assessment standard uses a Likert scale and 5 alternative answers to respondents. 
This study consists of exogenous variables (X), namely Internal Marketing which consists of; 
(X1) job satisfaction, with 4 parameters, namely; 1) career management (X1.1), 2) education and 
training (X1.2), 3) reward (X.3), and 4) employee recruitment systems (X1.4). (X2) patient 
satisfaction, within 9 parameters, namely: 1) doctor services (X2.1), 2) nurse services (X2.2), 3) 
information and registration services (X2.3), 4) laboratory services (X2 .4), 5) services in Radiology 
(X2.5), 6) financial officers  services (Cashier) (X2.6), 7) Nutrition/food services (X2.7), 8) 
pharmacy services (X2.8) and 9) facilities, infrastructure and cleanliness of Kambang Hospital 
An endogenous variable (Y), Patients visit intention. This variable is measured by positive or 
negative achievement as a response based on experience or information. This variable are 
transactional (Y1), referential (Y2), preferential (Y3) or explorative (Y4) intention emerge from the 
research object.  






Intervening variable (Z) which is social media marketing as an intermediate 
variable/independent variable, which consists of 1) Facebook (Z1), 2) Website (Z2), 3) Instagram 
(Z3) and 4) Youtube (Z4). 
 
Result and Discusssion 
Respondent’s Demographic 
Base on the 251 questionnaires are distributed, only 181 (72%) respondents answered and 
returned the questionnaire, as follows; first, sex catagory; female respondents 149 people (78.42%) 
and male 32 people (17.7%). Second, in terms of education; 52 people (28.7%) with a Bachelor 
degree (S1), 96 people (53%) with Diploma education (DIII), high school education equivalent to 
32 people (17.7%) and 1 person (0.6%) junior high school education. Third, in terms of age; the 
youngest respondents were 22 years with 2 people and the oldest respondents 45 years as many as 
3 people. 181 respondents, 139 people (76.8%) were <30 years old. This is the millennial generation 
that is literate towards technology and social media. Fourth, the most employment status is contract 
II employees 46.4% (84 people), 32.6% (59 people) permanent employees and 21% contract 
employees I (38 people). Fifth, based on marital status, married respondents were 61.3% (111 
people) while unmarried respondents were 38.7% (70 people), and sixth, from work units, most of 
them as a Nursing Division and Midwifery 50.3% (91 people), then Medical Support Division 30.4% 
(55 people), General Division 8.8%, Finance Division 8.8% and Marketing Division 1.7%. 
Distribution based on ril population in this study. 
 
Descripstion Analyses 
Internal Marketing (IM) Variable 
 
Table 1. Job Satisfaction (X1) 
No Indicator  % Unsatisfied % Satisfied 
1 X1.1  Career Management 56.7 43,3 
2 X1.2  Education and Training 58,4 41,6 
3 X1.3  Reward 62,8 37,2 
4 X1.4  Recruitment System 62,4 37,6 
 Average 60,1 39.9 
Source : Primary data processed, 2019 
In table 1, unsatisfied employees are more than satisfied. The average of 60.1% is unsatisfied 
where the greatest dissatisfaction is in the reward system and then in the recruitment system. 
 
Table 2. Customer Satisfaction (X2)  
No Indicators % Unsatisfied % Satisfied 
1 X2.1   The Doctor Services 18,9 81,1 
2 X2.2   Nursery Services 25,9 74,1 
3 X2.3  Information and Registration Services 57 53 
4 X2.4  Laboratory Services 31,5 68,5 
5 X2.5  Radiology Services 37,1 62,9 
6 X2.6  Financial Services 44,2 55,8 
7 X2.7  Nutrition/Food Services 47,5 52,5 
8 X2.8  Pharmacy Services 47,5 52,5 
9 X2.9  Care Facility 41,4 58,6 
 Average 38,9 62,1 
Source : Primary data processed, 2019 
In table 2, showed the doctor services more satisfied by respondent 81,1% and nursery 
services (74,1%), while the lowest value indicator is nutrition and pharmacy services (52,5%), and 
only difference value on 23,2%. Its mean more respondent satisfied within care program and facility 
in this hospital based on the result of study. 
 
  






Social Media Variable 
Table 3. Social Media (Z) 
No Indicators % Disagre % Agree 
1 Z1   Facebook 51,4 48,6 
2 Z2   Website 45,4 54,6 
3 Z3  Instagram 50,8 49,2 
4 Z4  Youtube 49.7 50,3 
 Average  49,3 50,7 
Source : Primary data processed, 2019 
In table above showed that social media can affect the patients visit intention, is very thin, only 
a difference of 0.7%, between disagree and agree. 
 
Patients Visit Intention Variable 
Table 4. Patients Visit Intention (Y) 
No Indicators % Disagree % Agree 
1 Y1   Transactional  20,5 79,5 
2 Y2    Referential 16,6 83,4 
3 Y3   Preferential 17,2 82,8 
4 Y4  Exploratif 30,5 69,5 
 Average 21,2 78,8 
Source : Primary data processed, 2019 
In the table 4 above the average of 78.8% of respondents agreed to conduct transactional, 
referential, preferential and explorative responses to Kambang General Hospital. 
 
Inferential Statistic Test 
This study analyzed by Structural Eqyaution Modeling (SEM) as known as partial least squares 
(PLS). 
 
Outer Model Analyses: Convergent Validity 
Convergent validity is measured through the outer loading where the individual reflective to be 
high and correlates more than 0.60. Chin (1998) in Ghozali (2006) as an indicator has a good 
reliability if the loading factor value is greater than 0.70. While the loading factor of 0.5 to 0.6 can 
still be maintained for models are still under development.  
 
  






Table 5. Outer Loadings 
 
Source : Primary data processed, 2019 
 
Based on table 5 all of variables the value of the loading factor is greater than 0.6 except for 
indicator X1.3 of the IM variable which is 0.56. Variable Social Media has the highest loading factor 
above 0.9. This is means that all indicators of the IM (Internal Marketing), SM (Social Media) and 
MK (Patient Visit Intention) variables are valid, meaning convergent validity has met the 
requirements. 
 
Discriminant Validity (Cross Loading) 
Discriminatory validity is one measure to the cross loading correlation test with latent variables. 
The testing criteria are that the results of cross loading correlation are greater when compared with 



























Table 6. Results Outer Loading 
 
Source : Primary data processed, 2019 
 
In table 6 above the loading value of each item to the construct is greater than the cross loading 
value. From the results of cross loading analysis and the existing criteria indicate that there are no 
problems with discriminant validity. 
 
AVE  
AVE is a measure of discriminant validity. Fornnel & Larcer, (1981) recommends that AVE 
must be greater than 0.5. The AVE value in this study is greater than 0.5 as shown in the following 
table. 
 






Source : Primary data processed, 2019 
 
Inner Model 
Inner model is seen from the value of R2 (R-Square), Q2 (Predictive relevance) and GoF 
(Goodness of Fit). The test of the coefficient of determination or R-squared test (R2) aims to 
determine how well the inner model (structural model) is formed. According to Hair, (2011) states 
that if the R2 value is 0.75, 0.50 and 0.25 shows a strong, moderate and weak model. The results of 
evaluation of structural models with R2 (R-Square), Q2 (Predictive relevance) and GoF (Goodness 
of Fit) can be shown as follows. 
 
  






Table 8.  R Squares 
Konstruk  R Squares 
SM 0,223 
MK 0,253 
R Squares Average 0,238 
Source : Primary data processed, 2019 
Based on the value of R2 on average is 0.238 smaller than 0.25, the structural model is said 
to be weak. 
 
2). Predictive Relevance (Q2) 
Predictive relevance (Q2), using the formula: 
Q2 =1-(1-R21 ) (1-R22 )……(1-R2p)  
Q2 = 1- (1- 0,2232) (1- 0,2532) 
Q2 = 1- (0,950271) (0,935991) 
Q2 = 1- 0,889445 = 0,110555 
From the results of predictive relevance calculations, the model shows predictive relevance 
because Q2> 0. The model has an ability to predict of influence in latent variables. 
 
3). GoF (Goodness of Fit) 
The last is to find the value of Goodness of Fit (GoF), as follows:  
 AVE= 0.818, rata-rata R2 =0.238 
GoF=√𝐴𝑉𝐸 𝑥 𝑅2   
GoF=√
(0.818)(0.238)
 = 0,441    
Based on the results of the GoF calculation manually, a GoF value greater than 0.38, so the 
GoF is categorized as large. From the results of the structural model test (inner model), from the 
measurements of the R-Squares, Q-Squares and GoF can be categorized, the formed model is robust 
or strong. Its mean, the hypothesis testing can be done. 
 
Hypothesis Testing 
The hypothesis test is used bootstrapping. The bootstrapping result which is the path 
coefficient value appears in the following figure: 
 
Figure 3. Bootstrapping Model 
The figure above can be concluded that; the effect of Internal Marketing Variable (IM) to 
Patients Visit Intention Variable (MK) has a path coefficient of 0.308214 and significant (t = 2.717; 
p <0.05). The effect of Internal Marketing (IM) on Social Media (SM) has a path coefficient of 
0.487513 and significant too (t = 5.009; p <0.05). The Effect of Social Media (SM) on the Patients 
Visit Intention (MK) has a path coefficient of 0.281040 and significant (t = 1.972; p <0.05). Effect 
of Internal Marketing (IM) on Patients Visit Intention (MK) through Social Media marketing cannot 
be measured using the Path Coefficients table. This indirect relationship is measured using the Sobel 
test, and the result Z = 1.835331 where the effect is significant at p <0.1 
 







In hypothesis test 1, the internal marketing effects on social media with a path coefficient of 
0.308 and a significant t value of 5.009. The implication of this study is the employee satisfaction 
and patient satisfaction must be focus on hospital’s management work. This result is same with 
previous reseach of Catalin et al (2014), Rafiq and Ahmed (2000), Ballantyne (2000), Gronroos 
(1990), Berry (1981), that organizations cannot satisfy customers if they are not satisfying an 
employees. Therefore, the basic requirements is carried out by the organization for internal 
marketing implementation within it as an organizational goal, and involvement of management and 
employees in activities, as well as effective internal communication in organization and ongoing 
control for corrective act. 
In the hypothesis test 2, the social media influences patients visit intention in the path coefficient 
of 0.281 and t value of 1.972. As a social media, Instagram and Youtube are most widely used by 
young people of respondents in this study (76.8%) aged <30 years or millennial generation where 
they are technology and social media litearte. Philip Kotler (2012), the pattern of marketing through 
social media allows interaction between producers and consumers for their products. When the 
customers satisfied, they will be share it to other. From this study, the hospital management have to 
manage its social media account creatively to increase of patient visit intention, especially on 
Instagram. 
In hypothesis 3, the internal marketing effects on patients visit intention is significant thru path 
coefficients at 0.308 and t statistics 2.717. The highest value on the transactional (Y1), preferential 
(Y3), referential (Y2) and exploratory (Y4) indicators. The patient's wants revisit and prefers to 
Kambang Hospital because they are feel satisfied on services and products at Kambang General 
Hospital. According to the theory of Zeithaaml, et al (2006), the service quality, product quality and 
price are determinants of customer satisfaction or patient satisfaction will invite other larger 
customers and high financial returns for hospitals in competition. This research shows that the 
hospital management must to be make a policies and strategies to improve employee satisfaction 
and patient satisfaction because employees and patients are internal marketers who can increase an 
patients visit intention. 
The hypothesis 4, internal marketing influences the patients visit intention through social media 
marketing. The hypothesis test used by Sobel formula test. The Sobel count test of 1.835 to be 
significant at p <0.1. So, in this study hospitals management must be manage and make policies to 
increase an internal marketing through employee satisfaction and patient satisfaction. Now, in digital 
era, the role of social media was very important. So the management of Kambang General Hospital 
had to manage social media continuously, because social media marketing had an influence on 
patient’s visits intention in Kambang Hospital. 
 
Conclusion 
From the models used and the results of this research, obtained can be concluded as follows: 
Internal marketing which is formed from two dimensions, namely employee satisfaction and patient 
satisfaction, an influence on Social Media such as Facebook, Website, Instagram, and Youtube, and 
influence to on Patients Visit Intention. Internal marketing directly influences patient’s visit 
intention which consist of 4 dimensions, namely transactional, refrential, preferential and 




The suggestion from the results of this study on marketing management, especially in hospital 
marketing management are follows: 1) policies and management regulations most an important in 
Kambang General Hospital and focused both of an employee satisfaction or patient satisfaction. This 
research proves that patient’s visit intention will be increasing when an employee satisfaction and 
patient satisfaction are match and correlated both of them. 2) Social media as a media promotion 
must be managed by professionally. So it can have a maximum an economics return and impact on 
increasing patient’s visit intention whithin it. 
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